Abstract. Online reviews are necessary and important for e-commerce platform enterprises and online consumers, while most of online customers are reluctant to share their consumption experiences. What's more, the intentions of contributing online reviews for most of customers may be influenced by their national culture for global e-commerce platforms. Motivated by such concerns, a theoretical model is formulated and tested, which can explain and compare national cultural difference of consumer reviews intention. The model is validated through an online survey. The results reveal that the perceived usefulness, reciprocity, reputation and review cost significantly impact consumer online reviews intention both in China and the USA, while economic rewards and perceived ease of use show little impact on consumer reviews intention significantly. And the group analysis indicates that the national cultural difference exists in the customers' reviews intention. Then related managerial implications for e-commerce platform enterprises are discussed in the end.
Introduction
It is very important for e-commerce platforms and e-business enterprises to have or design a good customer reviews system. Customer reviews will not only impact on sales of the goods and services, but also reduce the uncertainty of consumer purchases. Online consumer reviews have become the most important basis for customers' online shopping decisions. However, most of online shoppers are not willing to share their consumption experiences actively at e-commerce platforms for different reasons, such as privacy security, review costs, etc. How to effectively encourage consumers to write and post their consumption experiences actively at the customer review system of the e-commerce platforms, which is very necessary for e-business enterprises. To solve the problem, we should understand and interpret the motivation of customers contributing product reviews. What's more, It is obviously that cultural differences exist in the user behavior. We would like to know whether there are also national cultural differences in the customers' reviews motivations.
Literature Review
With the development of technology and network, user generated contents like product reviews have become more and more popular on the internet. While literature about the motivation of customer reviews is relatively few. Hennig-Thurau et al. (2004) is an early representative document of the research on the motivation of user's word of mouth, which revealed the primary motivation of user e-word-of-mouth communication, including social interaction, economic rewards, altruism, and reputation [1] . Munzel and Kunz (2014) showed that online users perceived a social debt to give something back to the online reviews system, which can be called reciprocity [2] . While review cost, such as consuming time, taking efforts and privacy security, sometimes impact on the contributing intentions of online reviewers. Some papers indicated that the review cost had a significant negative effect on the motivation of posting contents [3, 4] .
Research Framework
The study assumes that online reviewers' behavior intention at customer review system of the e-commerce platform is social exchange. The social exchange theory posits that all human behavior depends on the analyses and considerations of cost-benefits [5] . Online reviewers tend to consider the benefit and cost of their behavior. Only when the benefits outweigh costs will the product reviews behavior be occurred. The benefit-cost of reviewers consideration usually includes enjoying helping others (EH), economic rewards (ER), reciprocity (RE), reputation (REP) and review cost (RC) [3] . What's more, whether online reviewers' behavior occurs is closely related to the perceived usefulness (PU) and perceived ease of use (PEOU) of the customer reviews system [6] . In addition, some papers found that national culture would impact on the reviewer's behavior [7, 8] . Especially, the study uses the representative cultural factors in China and the United States. That is, individualism versus collectivism. The collectivism is an important dimension in Chinese culture while individualism in USA culture [9] . Therefore, based on the social exchange theory, technology acceptance model and the moderating effect of national culture, we build a novel theoretical framework model in Fig. 1 . 
Hypotheses Development
According to the existing literature and the above research model, we propose the following hypotheses:
H1: Reciprocity motivation will have a positive effect on customers' online reviews intention. H2: Reputation motivation will have a positive effect on customers' online reviews intention. H3: Enjoying helping others will have a positive effect on customers' online reviews intention. H4a: Economic rewards will have a positive effect on customers' online reviews intention. H4b: The positive relationship between economic rewards motivation and review intentions is stronger in the USA than in China.
H5a: Review cost motivation will have a negative effect on customers' online reviews intention. H5b: The negative relationship between review cost motivation and review intentions is stronger in the USA than in China.
H6a: Perceived usefulness will have a positive effect on customers' online reviews intention. H6b: The positive relationship between perceived usefulness motivation and review intentions is stronger in China than in the USA.
H7a: Perceived ease of use will have a positive effect on customers' online reviews intention. H7b: The positive relationship between perceived ease of use motivation and review intentions is stronger in China than in the USA.
H7c: Perceived ease of use motivation will have a positive effect on perceived usefulness.
Research Method
A questionnaire is developed to measure several constructs in the research model. All items are validated from the classic literatures and considered e-commerce environment. All of the items are measured on a seven point Likert scale, from strongly disagree to strongly agree.
We use the online survey to gather data. The participants are selected from the users of Amazon, one of the most famous e-commerce enterprises in the world. In order to explore whether existing in national cultural difference about users product reviews intentions who are from different cultural countries, we select participants from China and America. Finally, we collect effectively 225 samples from China and 141 ones from America.
Analysis and Results
The structural equation modeling(SEM) method is employed to test the model hypotheses with the software of Smartpls 3.0, which is one of the leading software tools for partial least squares SEM [10] . In the following part, the results of the hypothetical model testing for both China and the USA will be showed.
Measurement Model Results
In order to assess the reliability and convergent validity of the measurement model in both China and the USA, we apply the indicators of the composite reliability(CR), Cronbach's Alpha(α), item reliability for each construct to judge the measurement model internal consistency reliability. As shown in Table 1 , the values of Cronbach's α for all of the constructs are above 0.7, the CR values are above 0.8, and cross loadings of all the items are above the recommended 0.7. As [10] recommended, the results indicate the high reliability and convergent validity of the data. In conclusion, the quality of the measurement model is satisfactory. 
Structural Model Results
On the basis of the absence of the problems of common method biases and collinearity, the model was examined and compared the explanatory and predictive power of the structure model in China and the USA. And it was assessed the size and significance of the path coefficients and the coefficient of determination. The results indicate that the explanatory power of the model by looking at the R 2 value of the dependent variable, customer reviews intention is 57.1% in China while USA is 53.9%, which reveals that the proposed structural model has a good explanatory power, according to [10] recommendation. As shown in Fig. 2 , the results show solid support for the efficiency and effectiveness hypotheses both in China and the USA. Most of the path coefficients show the expected positive or negative relationships are significant at the 0.05 (**) or 0.01 (***) level.
In order to know whether there is national cultural difference on the intention of online reviewers contributing behavior, we use the Henseler's multi-group analysis, which is one of the effective methods for multiple group comparison [11] . The results illustrate that there are national cultural differences between economic rewards, perceived usefulness and online customer reviews intention. 
Discussion of Results from a Managerial Perspective
The main focus of this paper is to identity the motivation of customers contributing their consumption experiences at e-commerce platforms, and to compare the cultural difference among different countries. The results indicate that the research model and hypotheses are well-supported. As shown in Fig. 2 , it can be inferred that managerial activities to improve the customer online reviews intention of China should focus on the constructs of PU, REP and EH, neglect ER and PEOU. That is, it is very necessary for e-commerce platform enterprises of China to raise the PU of the customer reviews system, to enhance the reputation and status of users, and to promote user' altruistic behavior, without too much attention the user's economic rewards motivation. At the same time, it is very important for e-commerce platform enterprises of the USA to foster the spirit of the reciprocity among customers and decrease the review cost of the customer reviews system based on the user-friendliness. Therefore, in order to promote the willingness of consumer reviews, globalization of the e-business enterprise may employ different customer reviews systems in different cultural countries.
